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l  Ads in printed magazines are a valued part of their contents, because 

readers have chosen their magazines, and so have the advertisers. 

l  Relevance for readers means accurate targeting for advertisers. 

l  Highly engaged readers increase the effectiveness of the advertising. 

l Readers notice relevant ads and take action 

l  Magazines move readers further along the journey towards purchase.
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IN AN OFTEN-QUOTED piece of research, the 
media agency Starcom in the USA [24] asked 
consumers to tear out from their favourite 
magazines ten pages which between them 
represented the essence of the magazines. 
On average three of the ten pages were 
advertisements. This is a striking illustration 
that readers appreciate the advertisements in 
magazines as being a useful part of the package.

This chapter examines the impact of print 
magazine advertisements. Later chapters look at 
advertisements on magazine digital platforms, 
and magazine media advertising in the context of 
complete campaigns.

Relevance for readers means  
targeting for advertisers
Targeting is a basic strength of the magazine 
medium, and it provides advertisers with an 
audience tailor-made for information about 
suitable products. We have seen that readers’ 
process of selection of their magazines ensures 
the relevance of the magazine’s contents to each 
reader, and from an advertiser’s point of view, 
relevance of content means a targeted audience. 

The targeting goes far beyond standard 
demographics, and can be defined in many other 
ways, including attitudes. Magazines segment 
consumers into like-minded groups, simply 

through the process of self-selection of one’s 
own magazine.

Because their audiences are targeted, 
magazine readerships contain little ‘waste’ of 
people who are not within a relevant advertiser’s 
target market. At its simplest, a car advertiser 
using a motoring magazine can be sure that all 
readers of the magazine are interested in the sort 
of cars featured in the magazine.

Moreover in many markets magazines tend to 
target the most valuable customers – those who 
spend most. Within any market, some consumers 
are more enthusiastic and passionate about the 
subject than other customers in the same market. 

It is these enthusiasts who are most 
likely to be reading magazines about the 
topic, and spending money in the market. 
Consequently magazine readers tend to be more 
knowledgeable and to spend more. Their product 
knowledge, combined with their enthusiasm 
for the topic which makes them eager to talk to 
other people, makes them influential in other 
people’s purchasing decisions too. 

The targeted audiences of magazines, and its 
implications, were summed up by the study They 
love our media brand, but do they love your ad? 
from Sanoma Media, Belgium, in 2013 [25]: 

“Consumers fall in love with the brand, not with 
the medium… The titles which perform best have 

clear personalities, specialise in a certain themes/
topics or trigger interests from specific audiences. 
The strategy to attract engaged consumers 
with a mind receptive to commercial messages 
is targeting not so much predefined socio-
demographic categories, but communities of 
interest. Media that focus on consumers’ specific 
needs can deliver content in which products and 
brands can find their natural habitat. Advertising 
for them is not perceived as disruptive.

“The key to the very positive attitude towards 
advertising in (for example) women’s magazines 
and their respective websites is clear: relevance, 
inspiration and context. 

“Magazine brands are at the crossing where 
media engagement and advertising engagement 
meet. Not only does the media brand engage 
strongly, but the advertising is considered as 
non-disruptive.”

Ads are part of the desired 
magazine content
The Belgian statement that “the advertising is 
considered as non-disruptive” is another way of 
saying that magazines are unique in the extent to 
which the advertisements are welcomed by the 
audience. It’s a virtuous circle. Readers choose 
magazines which match their own interests and 
outlook. Only those advertisers whose products 

pop.indb   34 28/10/2014   10:16



[3]   IMPACT OF ADVERTISEMENTS IN PRINT  

PROOF OF PERFORMANCE  35

to me”: 44% for magazines. Next 
highest: 30% for newspapers.

»» “I like this medium to carry 
advertising”: 41% for magazines. 
Next highest: 36% for newspapers.

Conversely, magazines scored lowest on 
statements that were negative about advertising:
»» “I avoid the ads if I can”: 67% of free 

TV viewers agreed, but only 19% 
of magazine readers, the lowest 
score of any of the six media.

»» “The ads annoy me”: 76% of free 
TV viewers agreed, but only 14% of 
magazine readers – again the lowest 
score, this time equal with newspapers.

for which ad avoidance is not a problem. The 
quantitative study captured this by showing a list 
of statements and asking respondents to say for 
each statement which of six media, if any, they 
thought the statement applied to. Magazines 
scored highest on the following statements while 
the other five media achieved much lower figures:
»» “The advertising is usually appealing and 

attractive”: 58% of magazine readers 
agreed. Next highest: 36% of free TV viewers.

»» “The ads contain useful product 
information”: 50% of magazine 
readers agreed. Next highest: 
41% of newspaper readers.

»» “The ads are helpful in deciding what to 
buy”: 46% of magazine consumers. Next 
highest: 37% of newspaper consumers.

»» “The ads here are more relevant 

fit in with a magazine’s editorial content and 
audience choose to advertise there. Therefore the 
carefully selected ads are likely to be of interest to 
the readers. It’s a perfect dating arrangement. 

The importance of engagement in a medium 
came through in a recent study in Chile. Engaging 
Readers: magazine advertising effectiveness 
in the Chilean media market was designed at 
the University of the Andes in Santiago in 
collaboration with the Asociación Nacional de la 
Prensa Chile, and was published in 2013 [12]. It 
concluded that “magazines are able to generate 
a series of experiences for the readers that have 
a positive impact on advertising effectiveness. 
Talking about and sharing the contents of 
a magazine, the feeling of belonging to a 
community, being inspired, and enjoying a timeout 
are important experiences positively related to 
how effective is the advertising in a magazine.”

The Chilean study stands in a long line of 
surveys from around the globe and from previous 
years which make similar points, and which are 
still highly relevant today.

An example is the Australian research 
Media Matchmaker: It’s All About Relationships, 
published by Magazine Publishers of Australia 
[26]. It showed that magazine advertising is 
perceived to be relevant, appealing and useful 
in deciding what to buy. It is the one medium 

 VOGUE SEPTEMBER 2014: A RECORD ISSUE 
“Our biggest fashion issue ever shows how much print is still 
valued by advertisers and readers alike. I’m excited that we will 
soon be able to offer readers yet another platform on which to 
read their favourite fashion title, by launching digital editions 
for mobile in the Autumn.”
Stephen Quinn, Vogue’s Publishing Director. The September 2014 issue of British 

Vogue had a pagination of 462 with a record 293 ad pages.

pop.indb   35 28/10/2014   10:16



[3] IMPACT OF ADVERTISEMENTS IN PRINT

36  PROOF OF PERFORMANCE  

which investigated readers’ reasons for reading 
advertisements. Prominent themes were practical 
advice, information, and new ideas; and pleasure 
and inspiration (Figure 16).

The survey confirmed that an advertisement 
will have the most impact when the magazine, 
the advertisement and the reader are attuned 
to one another. Readers with strong ties to 
their magazines are particularly receptive to 
advertisements. ‘Engaged’ readers – those who 
read the magazine from cover to cover and 
would miss it if it were no longer available – 
consistently scored higher than total readers. 75% 
of engaged readers reported that, after reading 
an advertisement, they had visited the shop or 
website. 66%, after reading an advertisement, said 
they had bought a product or tried a new service.

Another insight into the significance of the 
high degree of engagement among magazine 

also the moment for the advertiser. The magazine 
has the reader’s total attention. The chances that 
readers will notice and read an advertisement are 
greater. This is an opportunity for an advertiser to 
have an exclusive encounter with consumers.”

These words come from The Magazine 
Engagement Study, published by NUV Dutch 
Publishers Association in The Netherlands [22], 

Engagement increases ad effectiveness
“Engagement serves as a crucial process for 
making the message of the advertisement 
personally relevant, because consumers link the 
messages to their own associations and thoughts.”

“A magazine’s power rests in the fact that the 
reader takes the time to read, while focusing on 
the magazine. It is not only ‘your moment’, but 

0 10 20 30 40 50 60

They reflect my lifestyle and me

Valuable sources of information

For pleasure

For inspiration

For controversial or sensational ads

To keep abreast of current trends

To get new ideas

For practical advice and tips 52%

45%

45%

40%

39%

39%

35%

24%

FIG 16.  I READ ADVERTISEMENTS FOR/BECAUSE:
% of all readers who agree

Source: Magazine Engagement Study, NUV Dutch Publishers Association, The Netherlands, 2007

“The real value is in 
building on the trusted 

relationship between the 
reader and the 

magazine itself.”
Jim Jarrett, Mindshare UK, 2012
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they can remember having looked at previously.
The level of the scores is dependent on the 

form of the question asked. A question which 
asks whether or not the reader ‘looked at’ the 
advertisement is likely to produce lower scores 
than a question which distinguishes between (a) 
just glancing at it and moving on to something 
else, and (b) actually reading something in the 
ad. This is because most respondents can’t 
believe interviewers count casual screening-out 
of advertisements as ‘looking at’ the ads (even 
supposing they remember doing so), so they don’t 
claim such glancing unless specifically asked 
about it. It can make a big difference to the scores.

Chapter 1 described how, in the AIM RFID 
Contact Study commissioned in Germany by the 
Verband Deutscher Zeitschriftenverleger (VDZ) 
[18], the example reader of Vogue had opened 210 
of the 212 pages in the issue – giving an average 
page exposure score of 99%. Yet it is extremely 
unlikely that this reader would subsequently 
claim, in a typical ad noting interview, to have 
seen every advertisement in the book except 
those (if any) on the two missed pages.

The RFID Contact Study updates and endorses 
the findings of a number of much older studies. 
These demonstrated that if a survey distinguishes 
between “saw and read something” on the 
page and “saw but just glanced at” the page, 

readers comes from ad testing statistics held 
in a large database by publisher Sanoma, who 
maintained a central collection of multi-country 
research in Belgium [27]. Readers classified 
as having high engagement with a magazine 
consistently scored higher than those classified 
as having low engagement, across a range of 
measures of ad receptivity (Figure 17).

Ad noting: what it is measuring
Ad ‘noting’ – recall – is a useful indicator of the 
impact of an advertisement. However one should 
be clear what it is measuring.

Involvement with advertising is a largely 
subconscious process in which consumers 
relate advertising messages to their own 
interests, thoughts and associations. If such 
matches are made with a particular ad, the ad 
acquires personal relevance, which reinforces its 
persuasive power. 

The effect is considerably stronger when 
the reader feels emotionally involved with the 
magazine carrying the ad. A reader’s perception 
of and remembrance of an ad is filtered through 
these connections and associations.

The measurement of ad noting is essentially 
based on showing a sample of readers a copy of 
the issue they have read, and asking them to go 
through the issue page by page and stating what 

Eyes in front of open page

Category recognised

Product recognised

Ad noted

High engagement

High engagement

High engagement

High engagement

Low engagement

Low engagement

Low engagement

Low engagement

FIG 17.  ENGAGED READERS SEE MORE

Source: Sanoma Ad Test Database, 2000-2010 

82%

68%

62%

42%

51%

32%

30%

17%
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for editorial, but action taken after reading 
tended to be stronger for the advertisements. 
For example, higher proportions of ad noters 
gathered more information and visited websites, 
and considered making a purchase, than article 
noters. The net action score, combining all 
actions listed on the questionnaire, was similar 
for editorial and advertising, on average. Of 
course most editorial articles do not call for 
any action, but the comparison does show a 
substantial degree of active involvement in the 
advertising by readers.

Looking more deeply at the ad impact data, 
the Magnify study found that not all product 
categories perform equally, and that relative 
performances vary considerably according to 
the measure looked at. The differences reflected 
inherent interest in the product category (some 
are of wider interest than others), frequency of 
purchase (for example, cars versus food), and 
other factors.

Magnify’s overall conclusion was that the 
readers’ attention to the advertising, and the 
presentation of the advertising in the hospitable 
environment of a magazine, leads to engagement 
with the ad, which in turn helps drive familiarity 
with the product, information-gathering about 
it, purchase consideration, and buying. Thus 
magazines have a major contribution to make in 

advertisement are shown in Figure 18.
Special positions record rather higher norms. 

For example, ad noting of back covers shows an 
uplift of around 10-20% on average.

Further insights have been provided by the 
Magnify study in the UK, commissioned by the 
PPA (Professional Publishers Association) and 
published in 2011 [28]. It was an advertisement 
impact survey conducted by GfK, using their 
StarchMetrix methodology.

Magnify compared the impact of editorial 
articles as well as advertisements. It found that 
the average noting scores were the same for both 
(Figure 19). For ads to be recalled as much as 
the articles indicates that magazines are a very 
hospitable environment for advertising.

Reading some or all of the content was higher 

scores will leap to around 90%. Another body of 
studies recording eye contact through filming 
eye movements has shown that around 90% 
of magazine ads are glanced at, but not all eye 
contact leads to mental processing which is 
sufficient for the reader to recall seeing a given ad 
if interviewed later.

Page traffic and ad noting data are clearly not 
measuring total exposure but communication of 
some sort. The scores are reflecting interest and 
involvement in the subject matter of the article or 
advertisement. Selective perception and memory 
are at work.

Thus ad noting scores are underestimates of 
eyeballs in front of ads; instead they are ‘qualified’ 
exposure, filtering out those readers for whom the 
ad left no conscious memory of seeing. Noting 
scores are a valuable measure of communication, 
not a measure of total ad exposure.

Ad noting: some results
There are numerous services offering print 
advertisement noting and impact measurements, 
and although there are some variations in 
methodology, and these services operate in 
a range of countries, most now use online 
interviewing and yield broadly similar results. 
Based on large samples of four-colour ads, 
typical average values, or norms, by size of 

FIG 18. �TYPICAL AD NOTING 
/ IMPACT SCORES

Ad  
noting

Brand  
noting*

Action  
taken*

2-page spread 55-65% 85-90% 50-60%

Full page 50-60% 85-90% 50-60%

Half page 45-50% 80-85% 50-60%

*Based on those noting the ad. Source: Guy Consterdine, 
based on norms in several countries
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Respondents from the NOM readership survey 
were re-interviewed, and readers of current 
issues of magazines were asked about their 
exposure to a sample of pages containing ads in 
those issues. 

The findings were that the average ad page 
in the average magazine was recalled by 57% 
of issue readers. For monthly magazines the 
figure was 61%, and for weeklies it was 55%.
These statistics were a little higher than the 
conventional ad noting scores reported earlier – 
using a rather different method of questioning.

These page traffic scores report the percentage 
who recall seeing ad pages at least once but, like 
the ad noting scores, they do not show how many 
times the pages were seen. They do not measure 
repeat reading. Again like noting scores, they 
are a valuable measure of communication (since 
memory is involved in the measurement), not a 
measure of total ad page exposure, for which the 
scores will be under-estimates.

Beyond ad noting: actions  
stimulated by seeing print ads
Magazines are very effective at stimulating 
further action by readers. Consumers’ selection 
of their magazines, coupled with advertisers’ 
selection of relevant magazines in which to place 
their advertising, means that the two will meet. 

nudging consumers along their journey towards 
purchase – whether it is a magazines-only 
campaign or magazine media are used as part of 
a multimedia campaign. PPA has created a short 
video which summarises Magnify’s results.

GfK’s StarchMetrix methodology has been 
employed in a number of countries. Average ad 
noting scores for a full page ad were found to be: 
»» 54% in the UK (in Magnify) 
»» 51% in the USA in 2013 [29]
»» 51% in Canada, reported in Consumer 

Magazine Factbook 2013 [30]
»» 55% in Singapore in SPH Magazines’ 

Advertising ROI Report of 2014 [31] 

It illustrates how consumers in different countries 
use magazines, and respond to magazine ads, in 
much the same way.

Exposure to pages containing ads
In The Netherlands the Dutch national 
readership survey, NOM, conducted a page 
traffic survey to measure exposure to pages 
containing advertisements – to take their 
readership currency a stage further, from 
exposure to the magazine or newspaper issue 
to exposure to the ad pages. The project was 
described in Opportunity To See Advertising 
(OTSA) in Newspapers & Magazines in 2013 [32]. 

FIG 19. �DRIVING BEHAVIOUR ON 
CONSUMER JOURNEY

Editorial 
article

Ad

Noting score 54% 54%

Read any of content 50% 45%

Read most of content 33% 25%

INFORMATION GATHERING:

Used for ideas 18%

Gathered more info after seeing 
article/ad

13% 18%

Visited brand website 11% 16%

Cut it out 7% 7%

IMPACT ACTIONS:

Discussed/referred it to someone 19%

Passed to someone 13%

Have a more favourable opinion 
of product

19%

Recommended the product 14%

CONSIDERATION AND PURCHASE:

Considering purchase 12% 22%

Purchased 4% 9%

Net action score 66% 63%

Source: Magnify, PPA, 2011, UK

Scan page to watch Magnify, UK Video


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magazine asked what action readers took in 
response to the advertising in Femina. Figure 
20 shows that it was considerable. There were 
very high levels of seeking further information 
(visiting the advertiser’s websites, and seeking 
information elsewhere), of spreading the 
message (recommending the product to friends, 
sending information to friends, and discussing 
the product), and moving towards purchase 
(considering it, and doing it).

Those results relate to the advertising in 
general, rather than individual ads. An earlier 
study in Indonesia by the Femina Group examined 
three individual advertisements, one each in 
three of the group’s magazines. The survey, called 
Ad Buzz For Brands Advertised In Magazines and 
published in 2010 [5], interviewed readers of 
Femina (written for women aged 24-35), Gadis (for 
girls aged 13-17), and Ayahbunda (a mother-and-
baby title). For each magazine one advertisement 
was researched among its readers. 

As well as high levels of ad recall, it was found 
that 40% of Femina readers, 65% of Gadis readers 
and 25% of Ayahbunda readers had discussed the 
ad or product with other people. For Femina and 
Ayahbunda it averaged around 2-4 other people, 
while for Gadis it was 5-9 friends who were 
spoken with. 

The high level of buzz generated by the ads 

look at aspects of this.
The PPA’s Magnify is one of many pieces 

of research from around the world which, in 
measuring ad impact, have gone beyond ad noting 
and measured actions of some kind which were 
stimulated by seeing print ads (see Figure 19).

In Indonesia the 2013 research Usage of 
Multiple Platforms Of A Magazine Brand [5] 
among readers of Femina women’s weekly 

Consumers find in their magazines ads that are 
relevant and interesting to them, and thus many 
readers are likely to take further action.

It is the targeting achieved by magazines, 
through readers’ own selections, which makes 
the medium powerful in persuading its audience 
to take further steps. Targeting means reader, 
magazine and advertiser are attuned to one 
another. This section cites eight studies which 

FIG 20. ACTION IN RESPONSE TO MAGAZINE ADVERTISING

0 10 20 30 40 50 60 70 80

Discuss the product with other people

Buy the product

Consider buying the product

Send information about product to friends

Look for more information about product

Recommend product to friends

Visit the advertiser's website 71%

71%

63%

58%

58%

51%

50%

Base: female readers of Femina magazine
Source: Usage of Multiple Platforms Of A Magazine Brand, Femina Group, Indonesia, 2013 

The advertisements make me want to…
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individual advertisements. On average, 39% of 
those who had noted a specific ad said they had 
taken or intended to take some form of action 
as a result of seeing that ad. Figure 21 gives 
more details, and shows that magazine ads drive 
readers to act. 

The power of magazine advertising within the 
beauty product category was illustrated by Cleo 
magazine in Singapore. Cleo is read primarily by 
young women from 18-29 years of age, and the 
magazine advises on beauty, fashion, health, 
sport, travel, finance and general lifestyle trends. 
The Cleo Beauty Survey [34] was undertaken 
with the objective of demonstrating to beauty 
advertisers and would-be advertisers the 
influence and power of Cleo in creating awareness, 
engagement, brand loyalty and, ultimately, driving 
retail through its strong relationship with young 
women who have high disposable incomes and a 
willingness to spend on themselves.

Nielsen, conducting the study, reported that 
almost 90% of Cleo readers, conscious about their 
image, were actively looking for ways to further 
enhance that image. When asked “Pick ONE 
medium that has given you the most relevant 
beauty information”, 81% said magazines, and 
the next most popular medium was word of 
mouth recommendation, cited by 14%.

The positive attitudes to magazine advertising, 

to Sanoma’s women’s magazines (subscribers 
form the majority of readers) were interviewed to 
establish their awareness of and reactions to the 
ads in the magazines.

The average ad noting score was 52% 
(which is within the narrow range shown by 
the StarchMetrix studies listed earlier). 90% of 
subscribers said they had taken action of some 
sort in response to an ad in their magazine. What 
was particularly impressive was the reaction to 

was accompanied by many readers also visiting 
the advertisers’ websites, visiting a store, looking 
for further information elsewhere, and keeping 
the ad for reference. In addition a number of 
respondents bought the products.

Another example is an analysis in Finland 
conducted for Sanoma Magazines Finland, 
reported as Measuring ROI for Magazine 
Advertisements and based on the Sanoma ABC 
Database, 2009-2010 [33]. Female subscribers 

0 10 20 30 40

Intends to take action

Has visited advertiser's website

Has visited shop to learn more

Has discussed the product

Has bought the product

Any action already done

Net: any action done/will do 39%

24%

15%

15%

9%

6%

15%

FIG 21. SUBSCRIBERS’ REACTIONS TO INDIVIDUAL ADS (FINLAND)

Base: female subscribers who noted the ad
Source: Sanoma Media Finland’s ABC Database 2009-2010


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readers agreed that “I have bought a particular 
brand suggested in an Easy Food recipe or ‘EF 
Recommends’ box”, and 91% agreed that “The 
advertising in Easy Food gives me useful product 
information”.

Similarly glossy women’s monthly magazine 
Image, from Ireland’s Image Publications, found in 
its reader survey [35] that:
»» 82% of readers had bought a product 

that advertised in Image
»» 81% had tried new health and 

beauty services which have been 
featured in the magazine

»» 88% considered that the advertising 
in Image was useful

Another example is Time Inc’s Magazine 
Experience Study in the USA [11]. It found that 
three-quarters of readers acted on the content of 
the advertising when they had finished reading a 
favourite magazine:
»» 55% talked to someone about 

something in the magazine. 
»» 39% passed along an article to others. 
»» 25% bought or intend to buy a product 

or service advertised in the magazine. 
»» 22% recommended to family 

or friends a product or service 
they’d seen in the magazine.

ties to its readers, who therefore rely on the 
magazine for much of their inspiration and 
guidance when considering their purchases in 
that field, and who find the advertisements as 
valuable as the editorial.

A survey in Ireland reinforced the point that 
readers are likely to take action after seeing 
advertisements in their magazines. In the reader 
survey by Easy Food magazine [21] 73% of 

and its ability to make readers aware of brands, 
absorb information about them, and be 
encouraged towards purchase, are demonstrated 
in Figure 22.

Figure 23 shows the power of magazines in 
prompting trial of a new beauty brand.

The Cleo survey is a fine illustration of the 
benefit to advertisers provided by a magazine 
with a clear editorial positioning and very close 

0 20 40 60 80 100

95%

91%

87%

83%

80%

70%

69%

68%Is inspirational

Has driven me to a website

Shows me the looks I want

Has made me purchase a product/service

Provides info to enhance my ideas

Is relevant to the magazine

Gives me shopping ideas

Has made me more aware of a product/brand

FIG 22. BEAUTY-RELATED ADVERTISING IN CLEO MAGAZINE

* Agree strongly +Agree. Base: readers of Cleo magazine. Source: Cleo Beauty Survey, 2009, Singapore

% who agree*: The advertising...
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length of the commercial break or the number 
of different commercials in it are high, it is more 
difficult for any one advertiser’s commercial to be 
noticed and attract the attention of the audience.

There is no such problem of clutter in 
magazines however. The targeted nature of a 
magazine’s readers means that most magazine 
ads have some degree of relevance to the 
issue’s audience. Indeed the advertisements are 
generally regarded as an integral and important 
part of the content. Moreover the reader controls 

All these examples – and there are many more 
– show that printed magazines can stimulate 
high levels of action as a result of seeing 
advertisements in them.

Ad clutter is not a problem in magazines
Advertisers are understandably concerned 
about advertisement ‘clutter’ in the media – 
increasingly so, as the volume of advertising 
messages escalates. With television and radio 
the linear nature of the medium means that if the 

»» 33% had visited a website 
mentioned in a magazine ad.

The AdSense study published by IPC Media in the 
UK in 2012 [15] found substantial agreement with 
these two statements, among readers:
»» I feel warmer towards the brand 

having seen the advert: 45%
»» I’m more likely to purchase having 

seen the advert: 46% 

0 10 20 30 40 50 60 70 80

Recommendation

Advertised in newspapers

In-store promotions

Featured in a magazine

Sampling opportunity

Saw it advertised in Cleo 78%

71%

68%

57%

24%

5%

FIG 23. TRIGGERS TO TRY A NEW BRAND OF BEAUTY PRODUCT

Base: readers of Cleo. Source: Cleo Beauty Survey, 2009, Singapore

Q: ‘What prompts you to try a new brand?’

Some 82% 
of Image 
magazine’s 
readers had 
bought a 
product that 
advertised 
in its pages


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detailed analysis of noting scores that have 
been published. Although it is nine years since 
Stop/watch appeared it is still relevant, and the 
absolute levels of noting scores correspond with 
those of recent surveys: for example, 55% noting 
for the average full-page ad – similar to the 
StarchMetrix fi gures cited earlier.

Figure 24 shows that there is no disadvantage 
(in terms of recalling the advertisement) to 
having direct competitors advertising in the same 
issue of a magazine – whether there are none or 
eight. This is a contrast to TV and radio, where it 
is a cardinal rule not to have direct competitors in 
the same ad break. 

The magazines covered by this analysis were 
mass-market titles. With specialist magazines, 
readers positively want lots of competitors in the 
same issue. Car magazines are a good example: 
many are thick with advertisements.

Fashion magazines are another example of the 
‘specialist marketplace eff ect’. This explains the 
lower half of Figure 24, which shows that for such 
magazines it is no disadvantage to have a high ad 
ratio: that is, the proportion of total pages in the 
issue which are advertisements. Indeed, quite the 
opposite. All the magazines with the highest ad 
ratios were fashion/lifestyle women’s monthlies. 
For this category of magazine there are many 
issues where 30%-40% of the pagination is 

much aff ected by whether there are other ads 
nearby, ads from direct competitors, or whether a 
high proportion of pages are made up of ads. 

This was confi rmed by the Stop/watch report 
[36] published by Medialogue in Belgium. Stop/
watch is a compilation of several years’ worth 
of data on ad noting and other measures of 
ad performance. The report provides the most 

the order in which ads are looked at, and the 
attention and time devoted to each one – unlike 
the broadcast media where it is the broadcaster 
who controls which commercials are presented, 
when, and for how long.

In magazines the relevance of the ads, and the 
readers’ generally positive attitudes, mean that 
a given advertisement’s impact is not likely to be 

FIG 24.  AD NOTING: AD CLUTTER IS NOT A PROBLEM
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SPH reported: “The physicality of print allows for 
creative executions to shine. Creative ads engage 
readers and leave them with deeper impressions.”

The results from Singapore in 2014 echo the 
general fi ndings of many earlier studies in other 
countries, illustrating that the way consumers 
use printed magazines is much the same 
worldwide, and has not changed a great deal in 
the last two decades or more. For example, one 
of the largest compilations of ad noting data 
was the Stop/watch report from Medialogue in 
Belgium [36]. The Belgian and Singapore surveys 
found broadly similar results. For instance, 
indexing the average ad noting score of a 
standard one-page run-of-book ad as 100, the 
index for inserts was 112 in Belgium and 110 in 
Singapore. For booklets it was 120 in Belgium and 
119 in Singapore. For gifts/samples it was 141 in 
Belgium and 128 in Singapore.

These statistics on the enhanced attention 
given to creative or unusual ad formats refl ect 
what we might in any case have expected. For 
instance, gatefolds – where the page opens out 
and reveals two further pages beneath – by their 
physical nature demand reader attention and 
interaction. The additional width makes this a 
particularly good way of getting across a story 
or narrative. Butterfl y gatefolds – spreads where 
both facing pages are themselves gatefolds – take 

recall of the advertising. Figure 25 shows that 
gatefolds, gifts/samples, booklets and inserts all 
achieved higher average noting scores than run-
of-book ads. 

Similarly, actions taken as a result of seeing 
a specifi c ad (taking at least one action out of a 
list of ten) were higher than run-of-book ads. As 

advertising, and the average score for an ad in 
such issues is 9% higher than the all-magazine 
average for an ad ratio of less than 20%.

Clearly, ad clutter is not a problem when it 
comes to magazines.

Another way of measuring ad clutter is to 
analyse noting scores by thickness of issues. An 
analysis by GfK MRI Starch in the USA in 2011 
[37] examined average noting scores by size of 
issue, based on 2902 magazine issues and more 
than 78,000 ads. It found that there was no 
diff erence in noting scores between issues with 
less than 175 pages, 175-225 pages, 226-274, 
275-325, 326-499 and 500+ pages. Thicker 
issues means more ads (or rather, more ads mean 
thicker issues), yet the greater volume of ads did 
not cause any fall in noting scores.

Creative formats for print advertising
Creative formats for print advertising can 
increase readers’ responses. The scale of the 
increases was estimated by the Advertising ROI 
Report in Singapore, published in 2014 by SPH 
Magazines [31]. GfK’s StarchMetrix service 
interviewed more than 3,500 readers of ten SPH 
magazines, asking them about 874 ads across 13 
product categories. This included examples of ads 
with gatefolds, gifts, booklets and inserts.

These special formats generated higher 
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FIG 25.  CREATIVE FORMATS 
INCREASE NOTICEABILITY

% of respondents who recall seeing advertisement 
(ad noting)


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While display advertising is seen as providing 
subjective information which is under the control 
of the advertiser, and editorial is seen as unbiased 
information under the control of the editor, 
advertorials fit neatly in between. They are under 
the joint control of the advertiser and the editor. 
The editor is there to represent the interests of 
the reader and ensure fair play. There is a strong 
implied endorsement by the magazine.

The survey The Added Value of Branded Content, 
published in The Netherlands by Sanoma Media 
and Media Test in 2012 [38], confirmed that 
branded content is highly appreciated, in both 
printed magazines and on magazine publishers’ 
websites. 11 brands were examined. In print, 
conventional advertisements were compared 
with advertorials for the same brands. On 
websites, standard advertisement rectangles 
were compared with branded content panels for 

are sometimes known as advertisement features, 
or branded content. However the most popular 
term is ‘advertorials’, a neat condensation of 
‘advertising’ and ‘editorial’. On digital platforms 
it is often referred to as ‘native advertising’; new 
name but not a new concept.

Advertorials enable the advertiser to don the 
mantle and sport the values of the magazine. 

This intimacy brings added credibility to 
the brand, while readers appreciate 

the extra material for them to read. 
The objective should not be to 
trick readers into thinking it is an 
editorial feature – they are unlikely 
to be fooled for long and will resent 

being misled – but to let them 
understand this is an advertiser-

related feature which offers extra value 
via information and/or entertainment.

the surprise element further, intriguing readers.
Taking another example: gifts and samples 

draw the reader closer to the advertiser. Samples 
have the advantage over vouchers in that the 
gratification is immediate. Gifts are warmly 
received and enhance the reader’s perception of 
the advertiser and the magazine. But they must 
be appropriate – for the reader and the magazine. 
This means making a gift as personal, flattering 
and meaningful as possible.

Advertorials
Another creative use of ad space is advertising 
content written in the house style of the host 
magazine, with a statement at the top such as 
‘Advertisement’ or ‘Promotion’ to indicate its true 
nature and avoid misleading the readers. These 

FIG 26.  ADVERTORIALS COMPARED WITH STANDARD ADS
IN PRINTED MAGAZINE ON WEBSITE 

Ad Advertorial Rectangle ad Advertorial 

Entertaining 36% 50% 37% 61%

Message recall 33% 44% 23% 88%

Brand consideration 45% 50% 57% 63%

Source: The Added Value of Branded Content, by Sanoma Media and Media Test, The Netherlands, 2012

“It’s like you are 
with a group of 

girlfriends chatting 
about a new 

product”

“A positive story 
about a nice product, 

a different story  
than standard 
advertising”

Respondents in The Added Value of Branded 

Content, Sanoma Media, The Netherlands, 2012

On reading advertorials...
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performed even better than the conventional 
ads. Figure 26 shows that, in print, 
advertisement features achieved higher scores 
for entertainment, message recall, and brand 
consideration (“Which brands would you consider 
when buying…?”). 

Online, advertorials scored much higher than ad 
rectangles for entertainment, and message recall, 
and somewhat higher for brand consideration.

A direct comparison was made between 
advertorials and standard ads in the Indonesian 
research Usage of Multiple Platforms Of A Magazine 
Brand, presented in 2013 by the Femina Group [5]. 
Readers of Femina women’s weekly magazine were 
asked what action readers took in response to 
the ads and advertorials in Femina. The results for 
standard ads have already been shown in Figure 
20. Figure 27 adds the statistics for advertorials.

For fi ve of the seven forms of action, 
advertorials produced an even stronger response 
than standard ads, while for the two exceptions 
the diff erences were not great. Thus advertorials 
were inducing high levels of seeking further 
information (visiting the advertiser’s websites, 
and seeking information elsewhere), of spreading 
the message (recommending the product to 
friends, sending information to friends, and 
discussing the product), and moving towards 
purchase (considering it, and doing it).

high credibility and consumers positively want 
to read it, as they do editorial articles. The 
branded content was variously described as fun, 
appealing, believable, interesting, honest and 
reliable, and readers tended to agree that “it 
gives me a good feeling” and “I want to read it”.

The quantitative stage of the research 
measured the extent to which the advertorials 

the same brands.
The qualitative stage of the research 

established that the branded content should be 
presented in the style of the editorial content, 
and there must be a well-judged subtle balance 
between the advertiser’s message and additional 
relevant material that interests, inspires and 
provides something to talk about. Then it earns 
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Base: female readers of Femina magazine. Source: Usage of Multiple Platforms Of A Magazine Brand, Femina Group, Indonesia, 2013 

FIG 27.  ACTION IN RESPONSE TO ADVERTORIALS
The advertorials/advertisements make me want to…


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edition of Forbes in 2013, in the USA. The mini-
router turned the print magazine into a portable 
hotspot for up to five devices for two weeks. The 
device operated for three hours before needing to 
be recharged.

»» Sampling the product by eating the ad
Drinks manufacturer 
Fanta relaunched 
their orange drink in 
the Middle East by 
placing ads in 
Dubai-based lifestyle 
magazines, in which 
the ads were printed 
on edible rice paper, 
infused with the 
orange drink 
formula, inserted 
into a protective 

sleeve. Readers could tear off some of the ad and 
eat it, sampling the Fanta flavour.

»» Getting a car insurance 
quotation from a print ad

Dubai-based insurance agency RSA embedded a 
thin, light, custom-built communications device 
into an advertising wrap for CEO magazine 
which allowed readers to request a car insurance 

Cosmopolitan, where no less than a third of noters 
(33%) experienced the scent. 

A similar finding emerged from the Magnify 
study by the PPA in the UK in 2011 [28]. Ads with 
fragrance strips attracted 20% higher noting 
scores than average. This is almost identical to 
the Starch figure of 19% uplift in the USA – an 
example of how consumers use magazines in 
much the same way in different countries.

The Magnify study also found that ads with 
fragrance strips were 58% more engaging, and 
67% more ‘effective’ than ads without.

Digital innovations for print
Going well beyond scent strips and the like, 
digital technology is driving innovation in printed 
magazines at an unprecedented rate, with 
barcodes, augmented reality, watermarks and 
other emerging methods enabling publishers 
to make their printed pages more interactive, 
and for print to lead readers to new experiences 
on mobile devices – including buying products 
directly off the page.

Some of the most notable examples include:
»» A wi-fi hotspot in a print magazine: 

Microsoft, for its Office 365 campaign in 2013, 
installed a fully functional (if stripped down) 
T-Mobile router in a cardboard insert in an 

Scented ads
A further example of creative use of print is to 
add scents to the paper, often through scent 
strips whereby a scent is released when the 
strip is pulled off the page, or when the page 
is scratched or rubbed. Does this affect the 
performance of the ad? In the USA, GfK MRI 
analysed their database of Starch-measured ads 
to find out [39]. Selecting five product categories, 
6,514 magazine ads in those categories were 
studied during January-April 2011. Some 49 of 
those ads used scented paper. 

The average noting score for all 6,514 ads 
was 54%, but for the 49 scented ads it was 64% 
– a 19% lift. The reading scores were higher too 
(Figure 28). 

How many tried the scent? On average, 17% 
of those who noted the ad. The highest was 
an ad for Febreze Air Freshener & Candles in 

FIG 28. SCENTED ADS 
COMPARED WITH ALL ADS

ALL ADS SCENTED ADS

Noting score 54% 64%

Read any of ad* 82% 88%

Read most of ad* 42% 48%

* Base: Ad noters. 
Source: GfK MRI Starch, Jan-April 2011, USA
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Viewa, Layar, Blippar which deliver video and other 
material to readers’ digital devices.

Further information about the examples 
summarised above, and many others, can be 
found in FIPP’s report Innovations In Magazine 
Media: 2014 World Report [40].

Ad impact: it’s worldwide, and in the 
nature of printed magazines
All the surveys quoted in this chapter (as well as a 
very large number of other surveys examined) are 
saying essentially the same thing. They prove 
that advertisements in printed magazines create 
an impact among readers, and that this is  across 
countries with very different media markets. It is 
in the nature of printed magazines. 

Advertisements are a valued part of a 
magazine’s content. For the average advertisement, 
90% or more of readers are exposed to it, in the 
sense of eyes open in front of the page; 50-60% 
of readers can recall seeing it; and this proportion 
is strongly affected by the creative work and the 
reader’s own interests and associations. 

Among those recalling an ad – a group of 
subconsciously self-defined readers for whom the 
ad carries some significant connection – there 
are high levels of further mental activity and 
physical actions, moving readers further along 
the consumer journey towards purchase. 

»» Changing the colours of a phone 
– on the printed page

Motorola gave readers the opportunity of trying 
different colour combinations for a Moto X cell 
phone – in a print ad in Wired magazine in 2014. 
The ad was made up of four batteries, three LEDs, 
some Plexiglas, and a series of buttons. Readers 
in the USA could customise the phone in 11 
different colours by tapping different keys to try 
out different looks. All on the printed page.

The compelling combination of digital techniques 
and the printed page creates a memorable 
multimedia experience.

These examples are pushing the frontiers, are 
costly at present, and are not mainstream, but 
undoubtedly further innovation and scale will find 
ways of bringing down costs and making digitally-
enhanced creative formats in print more common. 
Already there are many simpler applications which 
are striking and impactful for advertisers, such 
as QR codes and augmented reality apps such as 

quotation straight from the ad. Users keyed their 
car registration number into a phone-shaped 
device on the page. Within minutes RSA sent a 
quotation to the user’s mobile device.

»» Charging a mobile battery on the beach
In Brazil, Nivea sunscreen installed a solar panel 
in their ad in the magazine Veja Rio. Their pitch 
was that you can charge your phone straight from 
our ad in the magazine you brought to the beach, 
while using our sunscreen to safely play beach 
volleyball for longer.

»» A magazine cover that plays music
A 2013 edition 
of Billboard 
(Brazil) 
magazine was 
enabled with 
Near Field 
Communication 
(NFC) stickers 

behind the front cover. When readers placed 
their smartphone on the cover they were 
instantly listening to music from a playlist of 
artists at the Lollapalooza festival in Sao Paulo, 
Brazil. There was no need to download an app, 
engage Bluetooth, use a QR code, or do anything 
else; just listen. 

pop.indb   49 28/10/2014   10:16



INSIGHT

 WORLD
 MAGAZINE
       TRENDS

2014 / 15

Free digital editions of  all publications available to FIPP  members

The unique reference source for magazine 
media data. Covers the consumer and B2B sectors  
country by country, region by region and globally

WORLD MAGAZINE 
TRENDS 2014

fipp world magazine trends 2014/2015           1

NATIONAL ASSOCIATION

 » Österreichischer Zeitschriften- und  
Fachmedien-Verband (ÖZV)

> FIPP MEMBERS

> AT-A-GLANCE

PUBLISHERS

 » Verlagsgruppe News

SUPPLIERS

 » Sappi Austria

Capital: Vienna 
Population: 8,223,062 (July 2014 est.) 
Median age: 44.3 years 
GDP: US$417.9 billion (2013 est.) 
Consumer prices: 2.1% (2013 est.) 
Currency: Euro (EUR) 
Official language: German (88.6%) 
Other languages: Turkish (2.3%), Serbian (2.2%), 
Croatian (1.6%), Other (5.3%) 
Literacy rate: 98% 
Source: cIA World FActbook (July 2014)

DIGITAL DATA

Internet penetration: 7,135,168 
% of population: 87 
Source: Internet lIFe StAtS (July 2014 eSt.)

Mobile penetration: 13,590,000 (2012) 
% of population: 165 
Source: cIA World FActbook (July 2014) 

 
PRINT TAX

Standard rate: 20% 
Magazine, newspaper and book purchases: 10% 
Digital purchases: 20%  Tax on advertising: 5%

Source: VÖZ

 

CROSS-MEDIA OWNERSHIP RESTRICTIONS

       owner registration 
       foreign ownership 
       concentration

Key:            AlloWed          reStrIcted       not AlloWed 
 
Source: oZV 

 
ADVERTISING RESTRICTIONS

       Tobacco  
       Alcohol 

Key:            bAnned by lAW              VoluntArIly Stopped        
                    reStrIcted by lAW          reStrIcted VoluntArIly

Source: VÖZ  

AUSTRIA

According to Statistics Austria, the Austrian 
economy grew by only 0.4% in 2013, compared 
to 0.9% in 2012 and 2.8% in 2011. After the 
worst dramatic decrease in 2009 (down 
3.8%) the growth of 2010 and 2011 has been 
seen as a major sign of economic growth 
but the optimistic views have been turned 
to disappointment in the last two years with 
almost no significant economic growth. 

As always, higher prices in daily life have a 
negative impact on newspapers and magazines, 
especially for single copy sales titles. The 
unemployment rate has also risen. In 2012 4.4% 
people were unemployed, in 2013 it reached 
4.9%. Nevertheless the unemployment rate in 
Austria is still one of the lowest in Europe. 

> SPECIAL REPORT: VERBAND ÖSTERREICHISCHER ZEITUNGEN (VÖZ)

In 2013 Austria’s economy spent a total of €4,073 
million on advertising, making it a plus of 4.2%.  
Note that this amount is according to list prices,  
not considering any discounts and taxes. 
Traditional advertising (advertising in daily and 
weekly newspapers, magazines, journals, TV, 
radio, outdoor advertising and traditional flyers) 
accounted for €3,398 million (plus 4.6%).

> ADSPEND: ZENITHOPTIMEDIA

ADVERTISING EXPENDITURE BY MEDIUM (USD MILLIONS)

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Magazines 623 672 592 607 634 562 522 487 465 443

Newspapers 1,295 1,353 1,357 1,603 1,722 1,662 1,580 1,503 1,446 1,395

Television 792 827 834 893 967 992 1,041 1,099 1,142 1,190

Radio 226 236 228 241 240 242 242 239 242 247

Cinema 20 18 15 19 18 15 15 15 16 17

Outdoor 227 239 267 271 280 271 275 276 285 294

Internet - - - 481 507 579 678 768 874 996

Total 3,182 3,347 3,295 4,114 4,369 4,322 4,354 4,388 4,469 4,581
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AUSTRIA: CONSUMER

AUTOMOTIVE/MOTOR RACING/MOTORCYCLE

GENERAL INTEREST

BUSINESS/FINANCIAL/NEWS

SPORTS

TV GUIDES

HOME INTEREST

WOMEN’S MONTHLIES

FAMILY/PARENTING

HOME COMPUTING/IT

FOOD/DRINK

MEN’S MONTHLIES/WEEKLIES

> TOP TITLES

Auto Touring ÖAMTC-Verlag 11 per year  1,614,092 Yes  1,767,000  -   Yes oeamtc.at

Freie Fahrt ARBÖ 8 per year  329,970 Yes  399,000  -   Yes arboe.at

Auto Revue Verlagsgruppe News Monthly  63,200 Yes  330,000  3.90 Yes autorevue.at

Alles Auto Gefco Verlagsges 10 per year  50,577 Yes  230,000  2.90 Yes allesauto.at

News Verlagsgruppe News Weekly  162,644 Yes  554,000  2.90 Yes news.at

Profil Verlagsgruppe News Weekly  91,036 Yes  433,000  3.50 Yes profil.at

Seitenblicke Red Bulletin Fortnightly  79,367 Yes  264,000  2.80 Yes seitenblicke.at

Sportwoche Sportverlag Weekly  52,511 Yes  190,000  2.00 Yes sport10.at

Gewinn Wailand & Waldstein 11 per year  71,091 Yes  248,000  5.00 Yes gewinn.com

Trend Verlagsgruppe News Monthly  52,658 Yes  256,000  4.90 Yes trend.at

Format Verlagsgruppe News Weekly  51,548 Yes  155,000  3.50 Yes format.at

Sportmagazin Styria Multi Media Men Monthly  38,146 Yes  271,000  4.90  -    -   

Motorradmagazin Styria Multi Media Men Monthly  -   No  180,000  4.90  -    -   

Tele tele 
Zeitschriftengesellschaft

Weekly  1,167,159  -    1,561,000  -    -   tele.at

Tv-Media Verlagsgruppe News Weekly  232,815  -    772,000  1.70  -   tv-media.at

News Leben Verlagsgruppe News 10 per year  54,860 Yes  137,000  2.50  -    -   

Besser Wohnen Besser Wohnen Verlags Monthly  -   No  185,000  -    -   besser-wohnen.co.at

Gesünder Leben Gesünder Leben 
Verlagsgesellschaft

10 per year  -   No  221,000  -    -   gesuender-leben.com

Maxima  -   Monthly  123,112  -    259,000  2.00  -    -   

Wienerin Styria Multi Media Ladies Monthly  91,000  -    258,000  3.90  -    -   

Welt Der Frau  -   Monthly  55,833  -    205,000  3.00  -   welt-der-frau.at

Eltern Gruner & Jahr 10 per year  -   No  178,000  3.20  -    -   

e-media Verlagsgruppe News Fortnightly  61,252 Yes  185,000  2.50 Yes e-media.at

Gusto Verlagsgruppe News Monthly  61,617 Yes  564,000  3.60  -    -   

Wiener Styria Multi Media Men Monthly  48,273 Yes  157,000  3.90  -    -   

publisher
average  
readership

cover  
price

e-reader 
appscirculationfrequency audited website

Source: VÖZ; Currency: EUR
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CONSUMER MAGAZINE PUBLISHING REVENUE †

CONSUMER MAGAZINE PUBLISHING REVENUE †

LATIN AMERICA:

AFRICA / MIDDLE EAST:

> Advertising revenue (USD millions)

> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 1,218 1,443 1,543 1,563 1,650 1,740 1,819 1,880

Digital advertising - 12 29 72 88 109 134 165

Total consumer magazine advertising 1,218 1,455 1,572 1,635 1,738 1,848 1,953 2,045

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 542 534 524 544 548 550 553 555

Digital advertising †† 3 6 13 17 21 28 37

Total consumer magazine advertising 543 536 530 558 565 572 580 592

Print circulation 1,443 1,556 1,679 1,774 1,828 1,902 1,977 2,054

Digital circulation - †† 1 3 12 24 39 60

Total consumer magazine circulation 1,443 1,556 1,680 1,777 1,840 1,926 2,016 2,114

Print circulation 566 695 738 806 808 870 929 987

Digital circulation †† †† 2 4 8 12 17 22

Total consumer magazine circulation 566 695 739 810 815 883 946 1,010

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 233 267 294 310 333 347 356 358

Digital advertising - 5 12 31 40 50 62 75

Total B2B magazine advertising 233 273 307 342 373 398 418 433

Print circulation 164 175 190 199 205 214 223 234

Digital circulation - - - - - 1 3 5

Total B2B magazine circulation 164 175 190 199 205 215 226 239

TOTAL B2B PUBLISHING 397 448 497 541 579 613 644 672

TOTAL CONSUMER PUBLISHING 2,662 3,011 3,252 3,413 3,578 3,774 3,969 4,159

TOTAL CONSUMER PUBLISHING 1,108 1,231 1,270 1,367 1,380 1,454 1,526 1,601

TOTAL MAGAZINE PUBLISHING 3,059 3,459 3,749 3,954 4,157 4,387 4,614 4,830

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates; ††less than 500,000

MAGAZINE REVENUE
argentina, BraZil, Chile, ColoMBia, MexiCo, VeneZUela, perU

egypt, Kenya, nigeria, SaUdi araBia, SoUth afriCa, Uae, reSt of Middle eaSt and north afriCa (Mena) 

AUSTRIA: 

AUTOMOTIVE/MOTOR RACING/MOTORCYCLE

GENERAL INTEREST

BUSINESS/FINANCIAL/NEWS

SPORTS

TV GUIDES

HOME INTEREST

WOMEN’S MONTHLIES

FAMILY/PARENTING

HOME COMPUTING/IT

FOOD/DRINK

MEN’S MONTHLIES/WEEKLIES

> 

Auto Touring

Freie Fahrt

Auto Revue

Alles Auto

News

Profil

Seitenblicke

Sportwoche

Gewinn

Trend

Format

Sportmagazin

Motorradmagazin

Tele

Tv-Media

News Leben

Besser Wohnen

Gesünder Leben

Maxima

Wienerin

Welt Der Frau
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e-media

Gusto
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Source: VÖZ; Currency: EUR
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AUSTRIA

AUSTRIA: CONSUMER

MAGAZINE ADSPEND (USD MILLIONS) ADSPEND SHARE (2013) ADSPEND BREAKDOWN (2013)

NUMBER OF COPIES

DISTRIBUTION BREAKDOWN (%)

NUMBER OF TITLES

2009 2010 2011 2012 2013

Number of copies sold and/or distributed in a year - - - - 13.65 million

> HIGHLIGHTS

2009 2010 2011 2012 2013

Total 61 63 61 61 64

2009 2010 2011 2012 2013

Subscription - - 44.2 - 10.6

Retail sales - - 36.1 - 9.4

Free circulation - - 19.7 - 80.0

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
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Source: ZenithOptimedia Advertising Expenditure Forecasts June 2014

Source: ÖAK 

Source: Press Handbook/Pressehandbuch

AVERAGE COVER PRICE: EUR
2009 2010 2011 2012 2013

Total 2.55 2.64 3.20 - -

Source: ÖAK

Source: ÖAK

Magazines  
12.0%

Outdoor 
6.3%

Newspapers 
36.3%

Radio 
5.6%

Internet 
15.6%

TV 
23.9%

> ADSPEND: ZENITHOPTIMEDIA

NUMBER OF CONSUMER MAGAZINE WEBSITES
2009 2010 2011 2012 2013

Total - 53 - 53 55

Source: VÖZ

TOP PUBLISHING COMPANIES: BY REVENUE

1 Rewe Austria 6 Presse & Informationsdienst der 
Stadt Wien

2 Spar Österreich 7 Österreichischer 
Raiffeisenverband

3 Hofer KG 8 Lutz Gruppe

4 Media Digital 9 Verlagsgruppe News Gesellschaft

5 Metro Group 10 Österreichischer Rundfunk

Source: VÖZ

TOP ADVERTISERS

TOP ADVERTISER CATEGORIES
1 Rewe Austria 6 Presse & Informationsdienst der 

Stadt Wien

2 Spar Österreich 7 Österreichischer 
Raiffeisenverband

3 Hofer KG 8 Lutz Gruppe

4 Media Digital 9 Verlagsgruppe News Gesellschaft

5 Metro Group 10 Österreichischer Rundfunk

1 Food 6 Car manufacturers

2 Print media 7 Bangks

3 Public institutions 8 Furniture (retail)

4 Marketing, advertising and 
printing

9 Digital media

5 Fairs, events and exhibitions
Source: VÖZ

Source: VÖZ

Consumer 
magazines 

76%

B2B  
magazines 

23%

AVERAGE ISSUE READERSHIP (%)

men   75.5 women   80.8 adults   78.2
Source: Media Analysis; 14+
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MAGAZINE REVENUE
CONSUMER MAGAZINE PUBLISHING REVENUE †

CONSUMER MAGAZINE PUBLISHING REVENUE †

INTERNATIONAL

NORTH AMERICA: 

> Advertising revenue (USD millions)

> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 34,182 34,667 34,385 32,982 31,902 30,991 29,994 28,875

Digital advertising 1,133 1,897 3,171 4,387 5,506 6,632 7,870 9,255

Total consumer magazine advertising 35,316 36,564 37,556 37,369 37,408 37,624 37,864 38,130

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 15,027 15,277 15,235 14,809 14,211 13,614 12,902 12,069

Digital advertising 694 1,161 1,828 2,525 3,307 4,037 4,875 5,810

Total consumer magazine advertising 15,721 16,438 17,064 17,334 17,518 17,651 17,777 17,879

Print circulation 44,218 43,173 41,955 40,462 39,159 37,698 36,519 35,453

Digital circulation 13 177 248 807 1,458 2,228 3,031 3,920

Total consumer magazine circulation 44,231 43,351 42,203 41,270 40,617 39,926 39,550 39,373

Print circulation 9,769 9,396 8,902 8,600 8,085 7,664 7,319 7,035

Digital circulation 5 70 89 295 553 778 960 1,156

Total consumer magazine circulation 9,774 9,465 8,991 8,895 8,638 8,442 8,280 8,191

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 10,231 9,924 9,534 9,212 8,963 8,709 8,426 8,086

Digital advertising 733 1,174 1,891 2,553 2,898 3,294 3,724 4,175

Total B2B magazine advertising 10,964 11,099 11,425 11,765 11,862 12,003 12,150 12,261

Print circulation 8,160 7,874 7,542 7,147 6,845 6,603 6,398 6,227

Digital circulation - 22 39 161 319 561 903 1,285

Total B2B magazine circulation 8,160 7,896 7,581 7,308 7,164 7,164 7,301 7,512

TOTAL B2B PUBLISHING 19,125 18,994 19,006 19,073 19,026 19,168 19,451 19,773

TOTAL CONSUMER PUBLISHING 79,547 79,915 79,759 78,639 78,024 77,550 77,414 77,504

TOTAL CONSUMER PUBLISHING 25,495 25,904 26,054 26,229 26,156 26,093 26,057 26,070

TOTAL MAGAZINE PUBLISHING 98,672 98,909 98,765 97,712 97,050 96,717 96,865 97,277

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates

Canada, United StateS

CONSUMER MAGAZINE PUBLISHING REVENUE 

CONSUMER MAGAZINE PUBLISHING REVENUE 

LATIN AMERICA:

AFRICA / MIDDLE EAST:

> Advertising revenue (

> Advertising revenue (

> Circulation revenue (

> Circulation revenue (

Print advertising

Digital advertising

Total consumer magazine advertising

Print advertising

Digital advertising

Total consumer magazine advertising

Print circulation

Digital circulation

Total consumer magazine circulation

Print circulation

Digital circulation

Total consumer magazine circulation

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (

> Circulation revenue (

Print advertising

Digital advertising

Total B2B magazine advertising

Print circulation

Digital circulation

Total B2B magazine circulation

TOTAL B2B PUBLISHING

TOTAL CONSUMER PUBLISHING

TOTAL CONSUMER PUBLISHING

TOTAL MAGAZINE PUBLISHING

MAGAZINE REVENUEMAGAZINE REVENUE
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B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 4,112 3,875 3,718 3,586 3,528 3,433 3,313 3,167

Digital advertising 303 489 741 987 1,144 1,311 1,490 1,678

Total B2B magazine advertising 4,416 4,363 4,459 4,573 4,672 4,744 4,803 4,845

Print circulation 1,948 1,817 1,710 1,611 1,514 1,434 1,367 1,311

Digital circulation - 8 12 44 84 147 231 331

Total B2B magazine circulation 1,948 1,825 1,722 1,655 1,599 1,581 1,598 1,642

TOTAL B2B PUBLISHING 6,364 6,188 6,181 6,228 6,271 6,325 6,401 6,487

TOTAL MAGAZINE PUBLISHING 31,859 32,092 32,236 32,458 32,427 32,419 32,458 32,558

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates

NORTH AMERICA: 

CONSUMER MAGAZINE PUBLISHING REVENUE †

ASIA PACIFIC:

> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 5,604 5,601 5,688 5,714 5,563 5,509 5,473 5,433

Digital advertising 107 167 351 522 613 718 831 961

Total consumer magazine advertising 5,711 5,768 6,039 6,235 6,176 6,228 6,304 6,393

Print circulation 12,801 12,053 12,045 11,353 11,327 10,873 10,571 10,289

Digital circulation 2 29 49 142 263 443 671 935

Total consumer magazine circulation 12,804 12,082 12,094 11,494 11,590 11,316 11,243 11,224

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 1,206 1,158 1,133 1,123 1,067 1,048 1,022 987

Digital advertising 134 209 319 445 480 538 599 663

Total B2B magazine advertising 1,340 1,367 1,452 1,568 1,547 1,586 1,621 1,651

Print circulation 2,020 1,888 1,835 1,665 1,601 1,551 1,514 1,488

Digital circulation - 5 9 34 75 140 237 351

Total B2B magazine circulation 2,020 1,893 1,844 1,699 1,676 1,691 1,750 1,839

TOTAL B2B PUBLISHING 3,360 3,260 3,296 3,266 3,223 3,277 3,372 3,490

TOTAL CONSUMER PUBLISHING 18,514 17,850 18,133 17,730 17,767 17,544 17,546 17,617

TOTAL MAGAZINE PUBLISHING 21,874 21,110 21,429 20,996 20,990 20,821 20,918 21,107

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates

MAGAZINE REVENUE
Canada, United StateS

aUStralia, China, hong Kong, india, indoneSia, Japan, MalaySia, new Zealand, paKiStan, philippineS, Singapore, SoUth Korea, ChineSe taipei, thailand, VietnaM 

AUSTRIA: B2B

> TOP TITLES

publisher
average  
readership

cover  
price

e-reader 
appscirculationfrequency audited website

ADVERTISING/COMMUNICATIONS/MARKETING

AGRICULTURE/FARMING

AUTOMOTIVE INDUSTRIES

Horizont Manstein Zeitschriftenverlag Weekly  14,400 No  -  2.30  - horizont.at

a3BOOM! a3 Wirtschaftverlag 10 per year  13,300 No  -  3.70  - a3verlag.com

Bestseller Manstein Zeitschriftenverlag 6 per year  12,800 No  -  13.00  - manstein.at

ExtraDienst Mucha Verlag Monthly  - No  -  11.00  - extradienst.at

Intern Manstein Zeitschriftenverlag Weekly  - No  -  - manstein.at

Blick ins Land SPV Printmedien Monthly  172,000 No  -  6.00  - blickinsland.at

Österreichische BauernZeitung Österr. Agrarverlag Weekly  154,000 No  -  1.60  - agrarverlag.at

Der forstwirtschafltiche Landwirt Landwirt Agrar Medien Fortnightly  43,000 No  -  -  - landwirt.com

Bienen aktuell Landwirt Agrar Medien 11 per year  20,000 No  -  4.50  - bienenaktuell.com

Fleckvieh Austria Landwirt Agrar Medien 6 per year  15,400 No  -  6.50  - landwirt.com

Der Winzer Österr. Agrarverlag Monthly  13,000 No  -  -  - agrarverlag.at

Die Landwirtschaft Österr. Agrarverlag Monthly  - No  -  -  - agrarverlag.at

Holzkurier Österr. Agrarverlag Weekly  - No  -  -  - agrarverlag.at

Der Reitwagen Der Reitwagen Zeitschriften 
Verlag

10 per year  45,000 No  -  3.50  - reitwagen.at

Auto Aktuell CB Verlags 5 per year  34,000 No  -  3.90  - autoaktuell.at

Firmenwagen WEKA-Verlag 6 per year  25,100 No  -  5.50  - firmenwagen.co.at

Motor Freizeit & Trends Motor Freizeit & Trends 6 per year  22,000 No  -  3.50  - motor-freizeit-trends.at

Strassengüterverkehr Wirtschaftsverlag Monthly  12,450 No  -  5.50  - strassengueterverkehr.at

Traktuell Weka-Verlag 10 per year  12,500 No  -  4.00  - traktuell.at
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NUMBER OF COPIES

NUMBER OF PUBLISHERS

AVERAGE COVER PRICE: EUR
NUMBER OF B2B MAGAZINE WEBSITES

NUMBER OF TITLES

2009 2010 2011 2012 2013

Number of copies sold and/or distributed in a year 722 million 700 million 690 million - -

2009 2010 2011 2012 2013

Total 410 400 390 380 -

> HIGHLIGHTS

2009 2010 2011 2012 2013

Total 2,790 2,800 2,756 2,700 -

2009 2010 2011 2012 2013

Total 4.80 4.90 4.90 - -2009 2010 2011 2012 2013

Total - 2,600 2,650 - -

Source: PresseHandBuch

Source: PresseHandBuch

Source: estimated ÖZV
Source: PresseHandBuch

REVENUE SOURCE (%)
2009 2010 2011 2012 2013

Print ads 64 60 58 - -

Digital revenues 4 6 10 - -

Copy sales 23 24 20 - -

Exhibitions and 
events

9 10 12 - -

Source: PresseHandBuch

Source: PresseHandBuch

AUSTRIA: B2B
> TOP TITLES

publisher
average  
readership

cover  
price

e-reader 
appscirculationfrequency audited website

BANKING/FINANCIAL/INSURANCE/LEGAL

BUILDING/ENGINEERING/CONSTRUCTION

COMPUTING/SOFTWARE/TELECOMMUNICATIONS

CHEMICAL/PETROLEUM/GAS

CATERING/HOTEL/TOURISM

Bank und Börse Szabo-Scheibl Verlag Weekly  10,500 No  -  5.00  - bankundboerse.at

VM - Der Versicherungsmakler Manstein 
Zeitschriftenverlags

6 per year  8,000 No  -  9.40  -  - 

a3BAU a3Wirtschaftsverlag 10 per year  17,800 No  -  5.00  - a3verlag.com

Baublatt Österreich specialmedia.com Monthly  14,000 No  -  5.00  - specialmedia.com

Architektur & Bauforum Österr. Wirtschaftsvlerag Monthly  11,000 No  -  -  - bauforum.at

Architektur aktuell Springer-Verlag Monthly  10,350 No  -  13.50  - springer.at

Technische Gebäude Ausrüstung WEKA-Verlag 5 per year  10,100 No  -  6.00  - tga.at

BBB Baumaschinen Baugerät 
Baustelle

WEKA-Verlag 9 per year  10,000 No  -  4.00  - bbb.co.at

BM Baumagazin WEKA-Verlag 6 per year  9,000 No  -  4.00  - bm-online.at

die bau.zeitung Österr. Wirtschaftsvlerag Fortnightly  8,650 No  -  -  - diebauzeitung.at

haustec exklusiv b2b-media Verlag Peischl 6 per year  5,800 No  -  -  - haustec.cc

Öster. Ingenieur- und Architekten-
Zeitschr.

Österr. Ingenieur- u. 
Architekten-Verein

5 per year  2,000 No  -  -  - oiav.at

e-media Verlagsgruppe News Fortnightly  49,956 Yes  185,000  2.50  -  - 

Hi-Tech Siemens AG Österreich 5 per year  25,000 No  -  -  -  - 

CD Austria CDA-Verlag Monthly  16,500 No  -  5.50  -  - 

monitor Bohmann Druck und Verlag 7 per year  15,000 No  -  4.50  -  - 

IT & T business Mag. Heinrich Nikoll 9 per year  14,500 No  -  4.00  -  - 

Elektronik Report WEKA-Verlag 8 per year  14,000 No  -  6.00  -  - 

Telekommunikations- & IT-Report Report Verlag 11 per year  -  -  -  4.00  -  - 

Output MBO Media Verlag Monthly  -  -  -  -  -  - 

Chemiereport chemiereport.at 8 per year  8,500 No  -  -  -  - 

Österreichische Chemie-Zeitschrift Fachverlag Wien 6 per year  6,400 No  -  -  -  - 

Monatshefte für Chemie Springer-Verlag Monthly  -  -  -  -  -  - 

ÖGZ-Österr. Gastronomie- & 
Hotel-Zeitung

Österr. Wirtschaftsverlag Weekly  21,000 No  -  -  -  - 

Hotel & Touristik Manstein Zeitschriften-
verlagsgesellschaft

10 per year  18,800 No  -  6.00  -  - 

a3GAST a3 Wirtschaftsverlag 10 per year  18,500 No  -  3.00  -  - 

HGVPraxis Hintermayer Media Monthly  16,500 No  -  -  -  - 

Wellness World Business Hintermayer Media 6 per year  15,000 No  -  -  -  - 

TIP - Travel Industry Professional Profi Reisen 
Verlagsgesellschaft

Weekly  10,800 No  -  -  -  - 

Haustec Hotel B2B - media Verlag Peischl 5 per year  5,600 No  -  -  -  - 

Gastro F&H Gastro Verlag Monthly  - No  -  -  -  - 
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Source: VÖZ; Currency: EUR

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 66 67 69 72 73 74 74 73

Digital advertising - - 1 3 5 7 10 14

Total B2B magazine advertising 66 67 70 75 78 81 84 87

Print circulation 41 44 41 41 41 42 44 46

Digital circulation - - - - - - 2 2

Total B2B magazine circulation 41 44 41 41 41 42 45 48

TOTAL B2B PUBLISHING 106 110 111 116 120 124 130 135

TOTAL MAGAZINE PUBLISHING 1,214 1,342 1,380 1,483 1,500 1,578 1,656 1,736

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates; ††less than 500,000

AFRICA / MIDDLE EAST:

CONSUMER MAGAZINE PUBLISHING REVENUE †

WESTERN EUROPE:

> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 10,615 10,609 10,179 9,177 8,821 8,518 8,234 7,973

Digital advertising 309 518 866 1,131 1,288 1,490 1,674 1,878

Total consumer magazine advertising 10,924 11,127 11,045 10,309 10,109 10,008 9,908 9,851

Print circulation 18,254 18,186 17,399 16,710 15,970 15,287 14,653 14,041

Digital circulation 5 73 100 338 573 883 1,202 1,553

Total consumer magazine circulation 18,259 18,259 17,500 17,048 16,543 16,170 15,855 15,593

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 4,474 4,418 4,182 3,982 3,824 3,669 3,526 3,371

Digital advertising 284 454 774 1,028 1,159 1,308 1,472 1,641

Total B2B magazine advertising 4,759 4,871 4,956 5,011 4,983 4,977 4,998 5,012

Print circulation 3,841 3,817 3,645 3,510 3,370 3,254 3,146 3,048

Digital circulation - 9 18 82 160 268 417 571

Total B2B magazine circulation 3,841 3,826 3,663 3,592 3,530 3,521 3,563 3,620

TOTAL B2B PUBLISHING 8,600 8,697 8,620 8,603 8,513 8,499 8,561 8,631

TOTAL CONSUMER PUBLISHING 29,182 29,386 28,545 27,357 26,652 26,178 25,763 25,445

TOTAL MAGAZINE PUBLISHING 37,782 38,083 37,164 35,959 35,165 34,677 34,323 34,076

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates

MAGAZINE REVENUE
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egypt, Kenya, nigeria, SaUdi araBia, SoUth afriCa, Uae, reSt of Middle eaSt and north afriCa (Mena) 

aUStria, BelgiUM, denMarK, finland, franCe, gerMany,  greeCe, ireland, italy, netherlandS, norway, portUgal,  Spain, Sweden, SwitZerland, United KingdoM 

MAGAZINE REVENUE
CONSUMER MAGAZINE PUBLISHING REVENUE †

CENTRAL AND EASTERN EUROPE:

> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 1,176 1,203 1,216 1,174 1,108 1,060 1,014 965

Digital advertising 23 37 91 124 193 257 328 405

Total consumer magazine advertising 1,200 1,240 1,307 1,298 1,302 1,317 1,342 1,370

Print circulation 1,386 1,288 1,192 1,221 1,140 1,101 1,071 1,047

Digital circulation †† 6 7 25 50 88 140 194

Total consumer magazine circulation 1,386 1,293 1,199 1,245 1,190 1,189 1,211 1,241

B2B MAGAZINE PUBLISHING REVENUE †
> Advertising revenue (USD millions)

> Circulation revenue (USD millions)

2009 2010 2011 2012 2013 2014 2015 2016

Print advertising 140 140 138 138 138 136 134 130

Digital advertising 12 18 43 59 70 80 92 103

Total B2B magazine advertising 152 158 180 197 208 216 226 234

Print circulation 146 133 121 121 113 108 104 101

Digital circulation - - - †† †† 6 14 24

Total B2B magazine circulation 146 133 121 121 113 113 118 125

TOTAL B2B PUBLISHING 298 291 302 318 321 330 343 359

TOTAL CONSUMER PUBLISHING 2,586 2,533 2,505 2,544 2,491 2,506 2,553 2,611

TOTAL MAGAZINE PUBLISHING 2,883 2,824 2,807 2,862 2,812 2,836 2,896 2,970

Source: PwC Global entertainment and media outlook 2014-2018, www.pwc.com/outlook; Note: Numbers shown are rounded.  

Totals may not equal the sum of their parts due to rounding; †At average 2013 exchange rates; ††less than $500,000

PwC reporting refers to the B2B publishing market 
as ‘trade’.

 PwC segment definition: This segment comprises 
revenue from both consumer-focused and 
trade magazines (i.e. magazines aimed at a 
professional audience), from both circulation 
and advertising. This revenue is both digital and 
non-digital, and is from both consumer and 
advertising spending. 

Circulation revenue for both consumer and 
trade magazines comprises spending by readers 
on either single sales from retail outlets or via 
subscriptions in print, and via downloads of 
individual copies or subscriptions delivered 
digitally direct to a connected device such as a 
PC or tablet. This segment considers advertising 
spend for both consumer and trade magazines 
in both traditional print and through digital 

online magazines – either direct through a 
magazine website, or magazines distributed 
directly to a connected device such as a PC or 
tablet. Magazines published under contract 
(customer magazines/contract or custom 
publishing) are included within the print 
advertising section. Licensing of merchandise is 
not included in the segment.

> METHODOLOGY

fipp world magazine trends 2014/2015           5

CZeCh repUBliC, hUngary, iSrael, poland, roMania, rUSSia, tUrKey

GET YOURS TODAY: print digital app

Publications
♦  Innovations in Magazine 

Media World Report

♦ World Magazine Trends

♦ Digital Media Factbook

♦  Proof of Performance: Making 
the case for magazine media

♦  WMM: Licensing and 
syndication explained

Resources
♦ Toolkits

♦ Slides

♦ Webcasts

♦ Videos

Communications
♦  Magazine World - six 

times a year

♦  Update -fortnightly 
industry news

♦  Insight - monthly 
research news

♦ www.fi pp.com/subscribe

The one-stop hub of 
global media knowledge

www.fipp.com/insight

FIPP INSIGHT:

ESSENTIAL
DATA

IN ONE 
PLACE

DOWNLOAD  
AND SHARE
Enter the world of Fipp
Insight by scanning this 
page with the viewa app

 

pop.indb   50 28/10/2014   10:16




